suggests that Korean society is making a rapid transition to an aged society (Statistics Korea, 2013) . These days, senior citizens perceive themselves as being younger than they actually are, pursuing youthful lifestyles. This is in stark contrast to the past, when biological age, based on date of birth, was used as the basis for defining aging. They are dubbed the 'new silver' (Kang, 2011) , 'active seniors' (Kim, 2013), or 'new senior' (Ahn, 2011) to distinguish them from the traditional elderly generation. As mentioned above, "new seniors" (or active seniors) refer to the elderly in their 50s to 60s who are very interested in health and outward appearance. They are actively engaged in self-development without having internalized the stereotypical image of the elderly as having a passive and inactive lifestyle (Kim, 2013) .
These elderly called the "new seniors" are economically well off and actively engaged in cultural activities and consumption, unlike previous elderly generations who have been stereotypically considered passive and inactive.
The new seniors are those in their 50s to 60s who cultivate themselves and lead active lives, characterized by an inclination to seek a younger look. They are attracted to nostalgia and vigorous involvement in creative and social activities. As the new seniors pursue youth, both physically and psychologically, the cosmetology and beauty industries, along with the miscellaneous goods/fashion industries, have witnessed new trends of anti-aging and down-aging, which aim to prevent aging and stimulate rejuvenation, respectively (Ahn, 2011 , Kim, 2013 .
Senior consumers have received growing attention in marketing research in Korea. One of the reasons could be that older consumers are going to be the most important group in terms of retail spend (Myers & Lumbers, 2008) . The senior-friendly product market, which targets senior citizens, is expected to grow rapidly from The fashion industry has also moved beyond the marketing that used to target primarily young consumers and has begun to tap into the senior segment that has emerged as a major consumer segment while launching new products and marketing campaigns that target the new seniors. Senior consumers, who are keen to keep pace with the latest trends and who have strong purchasing power, are spread across segments including young casual brands, imported contemporary items, and global SPA brands. Department stores have seen a surge in sales of young casual clothing for those in their 40s to 60s, surpassing the sales of clothing for those in their 20s and 30s, which is driven by the trend to select clothes that give mature individuals a younger look (Moon, 2011) . Robust growth in sales has been achieved by fashion brands that exude youthfulness (e.g., LeBeige) and that are significantly differentiated from existing women's clothing (Chung, 2009; Lee, 2014) .
As new seniors have been thrust into the limelight as a major consumer group in the Korean market, it is necessary for marketers to monitor this demographic group's needs and consumption patterns in mapping out their marketing strategies. Research has suggested that the mature market is not homogeneous (Carrigan, 1998) . Mathur et al. (1998) . Literature Review Ⅱ
Characteristics of the "New Seniors"
The threshold of old age is defined differently according to different laws and scholars in Korea. The "National Pensions Act" defines the elderly population as those aged 60 years or older, while the "Act on Prohibition of Age Discrimination in Employment and Aged
Employment Promotion" lowers the threshold to the age of 55. Previous studies on seniors have sometimes defined "seniors" as those aged 50 years or older (Chung, 2009) . Moreover, such studies have defined the "new silver" as those aged 55 years or older (Kim & Lee, 2008) or have specified that those in their early 50s and early 60s are "active seniors" (Lee & Lee, 2008) .
The "new seniors" refer to the elderly in their 50s to early 60s who are economically well off and who are engaged in cultural activities and consumption, actively cultivating themselves and leading active lives without any stereotyped image of leading a passive or inactive lifestyle (Ahn, 2011 , Kim, 2013 . Particularly, new seniors are characterized by an inclination to look younger, an attraction to nostalgia, and vigorous involvement in creative and social activities. As the new seniors pursue youth, both physically and psychologically, the fashion industry has witnessed that anti-aging and down-aging--which aim to prevent aging and stimulate rejuvenation, respectively have emerged as --major trends (Ahn, 2011 , Jang, 2011 . Previous findings in the literature have suggested that older consumers tend to patronize reputable/traditional stores (Lumpkin et al., 1985; Moschis, 2003) and spend more on luxury products and services than younger consumers (Gardyn, 2002; Moschis, 2008; Moschis, 2003; Sawchuck, 1995) . Previous research in the US found that senior consumers tend to choose products based on quality and brand name (Burt & Gabbott, 1995; Moschis, 2003) and are less price conscious and deal prone than younger consumers (Lumpkin et al., 1985; Moschis, 2003) . However, Korean senior consumers tend to be more price conscious than other aged consumer groups due to their limited income (Bae, Oh, & Hwang, 2016) .
Clothing Involvement
Involvement refers to the extent to which individuals perceive the importance of specific objects or relevance under specific situations (Ahn, Hwang, & Jung, 2012) . Thus, clothing involvement implies the relevance and importance perceived by individuals with respect to clothing. According to a study examining the clothing involvement of aging women, clothing involvement increased in proportion to age and education level. Furthermore, participants used more information sources when clothing involvement was higher (Lee, 1996) . Regarding the evaluation of sales associates' service, it was found that the professionalism and attitude of sales associates were considered important (Hong & Jung, 2004) . Moreover, the group with higher clothing involvement was found to assign greater importance to the effects of merchandise display, comfort, indoor decoration, and convenience in connection with preferred store atmosphere compared to the group with lower clothing involvement (Hong, 1996) . This implies that clothing involvement may be an important variable influencing the clothing purchasing behavior or consumer behavior of seniors.
Information Sources
Consumers acquire information to reduce uncertainty and risk in purchasing decisions. Information sources are the sources of information to be collected and used by consumers in the course of a purchase.
Consumers are in search of a great deal of information that is vital for them to figure out their need for purchasing and make decisions on purchases. Information searches refer to the activities that individuals engage in to collect and process information, both physically and psychologically, to facilitate their decision-making on purchases (Hong, 1998) . Such information search activities are carried out via many different information sources, and the collected information influences the purchase decision-making processes of consumers (Ahn, Hwang, & Jung, 2012 Previous studies that have investigated information sources related to the clothing of the elderly suggest that personal information sources, such as family, friends, neighbors, and sales associates, have been the primary source of information for the elderly (Kim & Lee, 2008; Whee & Sohn, 2000) . According to these studies, family is considered the most important information source as an individual's age increases, followed by print media advertisements and store window displays (Lee & Kim, 1999 
Store Selection Criteria
Store selection refers to the specific shops that consumers select for the purpose of shopping and making purchases. Store selection criteria, or the characteristics that appeal to consumers and draw them into the store (Ko, 1995) , are important attributes that consumers use in deciding where to shop (Scott, 1985) .
Store selection criteria include various aspects, such as product lineup, product quality, location, store atmosphere, sales associates' customer service, and price. Based on these criteria, consumers judge various store alternatives and determine which store best meets their needs. Hong and Koh (2002) studied the importance that Korean married women placed on clothing store attributes, and they found that price and merchandise variety were important store selection criteria for Korean female consumers followed by customer service and convenience.
In terms of the store selection criteria of senior consumers, Kim (2005) found that elderly women assigned the highest importance to product quality, followed by after-sales service, price, and the kindness of sales associates.
Meanwhile, Nam and Kim (1998) found that elderly women placed a high emphasis on convenience when selecting stores.
Sales Associates' Attributes
Sales associates refer to those who provide product-related knowledge and information, along with follow-up management service, for greater customer satisfaction to induce customers to purchase products. In other words, personal sales associates are in direct contact with both fixed and potential customers, and they provide them convincing information to help spur demand for products in order to induce the purchase of products or services (Ahn et al., 2012) . Personal selling through sales associates has the advantage of flexible responses suited to the circumstances or customers' requirements, increasing efficiency, and it is often leveraged to turn potential customers into actual buyers through direct contact with customers, unlike advertisements or promotions (Ahn et al., 2012) . Especially for senior consumers, characterized by a decline in sensory and cognitive ability, additional assistance from sales associates when they purchase clothing may play an important role.
On the other hand, for senior consumers who are less involved in social activities, sales associates play a key part in helping them connect with society. As this personal interaction can help meet the emotional and psychological needs of aged consumers, sales associates are a decisive factor influencing the shopping behavior of senior citizens. Sales associate attributes are divided into specific factors, such as appearance, professionalism, similarity, ethicality, and customer-orientation. Previous studies investigating senior consumers' perceived importance of sales associates' attributes have suggested that senior consumers tend to rely more on personal information sources for product information; in particular, they tend to obtain clothing information from sales associates (Lumpkin & Festervand, 1987) . In addition, they found that older consumers prefer stores where they can interact with kind sales associates and can expect respectful treatment, a warmhearted tone of voice, and a decent attitude from sales associates (Kang & Hillery, 1998) . Customers of advanced age in the United States were found to prefer sales associates who were of a similar age or older than themselves (Kang & Hillery, 1998) , while customers of advanced age in Korea were found to prefer sales associates dressed in clothing that made them look young or formal (Jeon, 1999) .
. Methods Ⅲ
Research Questions
This study aimed to examine new seniors' use of information sources, perceived importance of 
Measurement
The questionnaire was developed based on 
Sampling and Data Analysis
The face-to-face survey was conducted over a period of 10 days through an online market research firm. The subjects of this study were adults in their 50s and 60s residing in the Seoul metro area in February 2014. Taking subjects' age into consideration, we concluded that the face-to-face survey was most appropriate for this study. A total of 197 usable questionnaires were collected. Descriptive analysis, series of factor analyses, K-means cluster analysis, and MANOVA were applied as statistical methods.
Respondents' Characteristics
Of the 197 respondents, 53.3% were in their 50s, and 35.1% had education levels of two-year college or more. Of all respondents, 34% indicated that they were living with their spouse, while 31.3% indicated that they were living alone, and 53.8% indicated that they had . Results Ⅳ
New Senior's Clothing Shopping Characteristics
Respondents indicated that their major chosen shopping store type for clothing were department stores (24.4%) and national brands' off-priced stores (23.4%). Only two percent (n=4) indicated that they use online shopping for clothing, indicating that most female new seniors in Korea use off-line stores for clothing. New seniors tend to shop alone (31%) for clothing, followed by shopping with friends/co-workers (27.9%) and shopping with a spouse (23.9%). Detailed information on the respondents' shopping behavior is shown in Table 2 . 
Factor Analyses and Measurement

Reliability
Measurement reliabilities for all of the measurement items were first evaluated. A factor analysis with all items was performed to determine whether the measures had good discriminant validity. First, a factor analysis (principal component analysis (PCA)) with Varimax rotation of active seniors' sources of information resulted in two factors: "personal information sources" (% of variance = 38.31, Cronbach's = .84) and "non-personal α information sources" (% of variance = 36.12, Cronbach's = .73) (see Table 3 ). Table 4 ).
A factor analysis with Varimax rotation of active seniors' store selection criteria resulted in two factors: "merchandise assortment and store atmosphere" (% of variance = 34.61, Cronbach's = .78) and "sales associates and service" (% α of variance = 29.48, Cronbach's = .75) (see α Table 5 ). All measurement inter-item reliabilities were good (Cronbach's >.70) and were α averaged to single scores for further analyses. 
Clothing Stores in General
In general, respondents (N=197) indicated that they placed importance both "sales associates and service" (M=3.80) and "merchandise assortment" (M=3.73) when they select clothing retail stores. For sales associates' attributes, respondents indicated that place more importance on clothing sales associates' appearance (M=3.93), followed by customer orientation (M=3.74) and professional expertise (see Table 6 ) (Table 7) .
Respondents with the lowest clothing involvement were classified as the low-CI group (n=25), and they were the oldest of the three groups at 60.7 years. Respondents with the highest clothing involvement were classified as the high-CI group (n=92), and they were the youngest of the three groups at 57.8 years.
Additionally, respondents with a clothing involvement score that fell between low-CI and high-CI were classified as the medium-CI group (n=78), and this group was the middle of the three groups in age, with an average age of 58.9 years. High-CI new seniors place more importance on both "merchandise assortment and store atmosphere" and "sales associates and service" when they select stores for clothing more than low-CI new seniors.
3) Sales Associate's Attributes MANOVA was conducted with different level of CI groups as a independent variable and sales associates' customer-orientation, appearance, and professional expertise as the dependent 
. Discussion Ⅴ
New senior female consumers were found to use personal information more often than non-personal information sources for clothing, which was consistent with the findings of previous studies indicating that the higher the age, the higher the usage of personal information (Kim & Lee, 2008; Lee, & Kim, 1999; Lumpkin & Festervand, 1987; Whee & Sohn, 2000) .
Although previous studies have indicated that the higher the age, the higher the usage of personal information (Kim & Lee, 2008; Lee, & Kim, 1999; Lumpkin & Festervand, 1987; Whee & Sohn, 2000) , new senior female consumers in this study considered both personal and non-personal information sources important when they shop for clothing. Since this study examined the "perceived importance" of different They considered sales associates and service as important when they select clothing retail stores, followed by merchandise assortment.
This finding is consistent with previous research recognizing seniors' preference toward stores where they can receive respectful treatment and interact with sales associates (Kang & Hillery, 1998) . Interestingly, new senior females place more importance on sales associates' appearance than other sales associate attributes, including customer orientation or professional expertise, which is similar to Jeon's (1999) finding that elderly customers prefer sales associates dressed in clothing that makes them look young or formal.
Significant difference were found in the clothing purchasing behaviors of new senior consumers depending on their level of CI. First, the average values of the personal and impersonal information sources were significantly higher in the high-CI group. It is thought that since higher CI might lead to a greater desire for information on fashion or clothing, both of the variables showed significant differences among the different CI groups. Second, significant differences were found in the "merchandise assortment and store atmosphere" and "salespersons and service" variables among the store selection criteria for clothing based on the new senior consumers' level of CI. It was found that "merchandise assortment and store atmosphere" as well as "salespersons and service" differed significantly among the different CI groups, and high-CI new seniors tend to place more importance on both criteria.
Significant differences were found in the variables of "salespersons' appearance" and "customer orientation" among the attributes of sales associates when shopping for clothing based on the new senior consumers' level of CI.
The average value of the high-CI group was highest for both the "salespersons' appearance" and "customer orientation" variables. These results indicated that a higher level of CI led to a greater emphasis on the appearance of salespersons. Interestingly, the "professional expertise" of salespersons variable did not differ among the three groups. These results might due to the fact that new seniors expected professional expertise as a basic requirement for sales associates in a clothing store.
It is expected that the results of this study will contribute to subdividing the fashion market for new senior consumers according to their level of clothing involvement. Furthermore, they will be utilized as basic data for identifying the characteristics of the senior market and establishing marketing strategies suited to customers' demands. Since the high-CI consumers among the new senior female consumers placed the highest value on merchandise assortment and store atmosphere, this factor should be considered in designing stores and assorting merchandise . For instance, if the retailer's merchandise is fashion-conscious and trendy and targets more new seniors who are interested in clothing , retailers need to pay more attention to merchandise assortment and creating an appropriate store atmosphere. In addition, salespersons' professional expertise should be enhanced more than their appearance in order to attract low-CI consumers. However, high-CI consumers are more sensitive to customer orientation and sales associates' appearance, and this factor should be reflected in executing salespersons' education and training.
This study has the following limitations: It used a convenience sample from the residents of the capital city of South Korea, and its findings cannot be generalized, because the percentage of female respondents was higher than that of male respondents. Thus, follow-up studies should include more senior male consumers and expand the research area.
